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ABSTRACT
The objective of the paper is to bring spotlight on literature related to consumer attitude and
purchase intention. The Paper attempts to identify and segregate factors which are vital and
critical antecedents to formation of consumer attitude consequently “Intention to purchase”.
For this purpose over 200 Journal articles were scrutinized on pre-set parameters, while 25 of
them that are relevant research papers presented here. The factors considered include social
media, traditional media, Word of mouth, message process involvement and trust. The
findings of the study include a gamut of research objectives and aims, host of pertinent
scales, commonly adopted methodologies, variety of variables and opportunity for
conducting impactful research.
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I. INTRODUCTION
There seems to be a constant flow of literature on the subject of consumer attitudes and
purchase intention of consumers. It has become all the more necessary with ongoing crisis
around the world. There is continuous churn of political, social and economic landscape
around the globe, which has in turn led to changing consumer choices, preferences and in
effect attitude more dynamic than ever before. The situation of consumer choices and
preferences has become more fuzzy and unpredictable in the age of online advertisements
and social media campaigns. The social media has been active since 2005 and grown ever
since. They have been pushing political, social and cultural boundaries in unimaginable ways.
To a large extent even political revolutions have been orchestrated with the effective and at
time vicious use of social media campaigns. Take for instance the Paris Yellow vest
movement that happened without leaders but effectively conducted through dissemination of
information on social media. Here citizens themselves gathered to protest without a need or
necessity of a leader.
In a similar fashion the western Asian countries have countered changes in policies and
practices largely due to intervention of social media. In the recent past, Saudi Arabia for the
first time allow their women to more choices for participation in society moving out of their
homes, owning a license to drive and more. The power and impact of social media campaign
is immense. Sample this, there are over 3.5 billion users of social media i.e., roughly about
forty five percent of the world is now hooked on the social media and transferring messages
(Emarsys, 2019).
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II. LITERATURE REVIEW

a. Purchase Intention
Xiao et al (2018) investigated the role of generation Y students examining their
purchase intentions towards quick service restaurants and fast food industry. Purchase
intentions are extremely critical when it comes to long term strategy and negotiating
plans and products of competition in industry. Products and services tend to sell well
while creating positive impressions when they meet quality standards (Ma and Yang,
2018). There are many variables which can influence and affect purchase intention.
There is stress on brands and their influence on consumers to purchase them
(Laroche et al, 1996). Further, it exemplifies consumers’ intention through their
desire pushing in the direction of an online purchase. A willingness expressed by
consumers to go either online or be offline, but to buy is discerned through purchase
intention. However, there are also numerous reasons why customers do not intend to
buy-mostly in case of online. (Kaur and Qureshi, 2015). There has been found a
lack of sufficient evidence when it comes to understanding the opposite of purchase
intention, which means a lack of intention. There is a need to tinker marketing
strategies and it must be made dynamic since customer and supplier interactions are
high and transparent in online environments (Rishi and Hadi, 2017).
The online purchase environment is characterised and defined by rise in e-commerce
industry. Meanwhile, social media in recent times has gained prominence second next
to online behaviour and intentions. Social Networks are going to define the way how
people who are consumers will likely be influenced on internet space. During the
years of 2015 through 2018 e-commerce industry has been posting year on year
growth of more than twenty percent with$ 15 Billion revenue generated in 2017
(Kian et al, 2017).
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b. Consumer Brand Attitude
Jung and Seock (2016) explored the nexus of corporate reputation, attitude
pertaining to brands and intention to purchase. Relationship between brand awareness
and perceived quality was proposed to confirm if the new relationship existed. After
data collection and analysis using a multiple regression method, it was found that
there exist a definite relationship between brand awareness and perceived quality on
attitude maintained on the same by consumers. However any negative remarks
significantly influence and affect the overall relationship in the model. Brand recall
also plays an important influence on building of brand attitude. The relationship
between self congruity, entertainment, brand placement, brand recall, brand attitude
and intention to purchase was tested in the model using regression method (Adis and
Jun,2013).
Gomathy and Sabarirajan (2018) demonstrated the relationship between purchase
intentions, use of social media and print media. When it came to family types, a
nuclear family seems more likely to arrive at an intention to purchase than a joint
family. When it comes to family income, all levels of incomes between 1.5 lakh /
annum and above to about 5.5 lakh/annum people have responded homogenously.
Though social media and print media explain the variance of purchase intention
almost at the same level, when it comes to model fit, there seems to be more
importance paid to social media as compared to traditional print media.
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c. Social Media
Alnsour (2018) critically reviewed the role of social media and its effect on purchase
intention. Their sample frame was based out of airline industry. There are various
benefits of social media, and this study examined it from the perspective of
functional, monetary, hedonic, psychological and social benefits of social media. The
emotive aspect of purchase is as it were triggered through social media interactions.
For instance, the airline industry choice of airlines has been influenced by reviews
about the airline in online communities and forums. We can find most companies are
having social media platforms to address customers in an informal and swift manner.
Problems of customers are sorted out instantaneously as it is reported spontaneously
(Erkan and Evan,2016).
Putter (2017) companies around the world are becoming increasingly aware of social
media as a corporate strategy and a counter competitive strategy. Television and print
advertisements have lost lustre and command they held say a decade ago. This brings
companies to adopt new age practices that include being visible and staying invested
in social media platforms for longer gains. Successful strategies are dependent on how
consumers are engaged on product goods and services on long run (Mutinga,
Moorman and Smit, 2011). As social media is a user generated content, the chances
that they fail to understand pulse of fellow audience is slim. They are more likely to
keep pace with changes of the day and will contribute which share a common interest
(Kohli, Suri and Kapoor, 2014).
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III. OBJECTIVE(S) OF THE STUDY
a. To bring about literature connected with intention to purchase, consumer attitudes
towards brands, antecedents that make up for intention as a dependent variable and
influences of social media as an emerging variable in the overall model.
b. To propose a conceptual framework drawing relationship between variables reviewed
in the study.

IV. METHODOLOGY
This work undertook study to unravel variety of journal research publications on the topic of
consumer buying behaviour. Among various constructs, intention and attitude have been
studied intensely and widely. Though the constructs have begun to mature reasonably well,
there is scope for the contextual study. The study aims at aggregating some important
contributions to this subject and summarizing them in a way that is easy to grasp. The journal
articles have been selected for the last decade as online consumer experience is becoming
more a reality than ever before. A process was adopted before the choice of journal paper.
The place from where an article is sourced and its impact characteristics, study year,
extraction of literature on specific items and justification of choosing an article over others.

This study covered over two hundred journal research papers and selected 24 of them
as fit for inclusion in order to establish a model. However, this model and constructs are open
to change depending on additional variables which might be need for inclusion in future. In
order to find relevant articles, we scrapped through various e-journal databases such as
EBSCO, ProQuest, Scopus, Emerald Insight and Google Scholar. Besides stand alone print
journals specific to our study were considered keeping in mind suitability for context.

As we intend to extend the scope of this paper into empirical study with data collected from
real estate property market as end user respondents, the choice of papers have been in similar
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vein of thought. It is believed that our study will help users to identify more relevant study
concerning the real estate market.
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Empirical Study

Empirical Study
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Empirical Study

Empirical Study
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Empirical Study
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VI. DISCUSSION AND SCOPE
The study of literature on the subject of purchase intention and consumer brand attitude has
yielded a conceptual framework. The model can now be put to test through empirical study
which means collection of data and verify if the data so collected fits the model as expected
and as suggested by extant literature. We will have to bear in mind that the constructs
measuring consumer brand attitude and intention to purchase is not exhaustive and more
variables can be added or removed. For instance, brand awareness, perceived quality, brand
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placement, brand equity etc. are some closely related constructs which can add value to the
model in terms of predicting dependent variables viz. consumer attitude and intention to
purchase.

As discussed, the literature review has produced a model which can be tested empirically
though data collection. Moreover, since the constructs are closely related to buying
behaviour, many contexts can be considered in order to generalize the results, improving its
repeatability. Social media intervention being relatively a new entrant needs careful scrutiny
when it comes to its measurement and context. Moreover, impact and influence studies are
different, that makes study more complex and multidimensional. In a world that fast progress
on dissemination of information, modern tools like social media and online communities will
play a decisive role in creating new fortune for organizations. Staying invested in such
channels for reaping benefits on long run is the mantra!

69

70

Venkatesh.S.Shastry, Dr.Anupama

Vol. 2, No. 1

Bibliography and References
1. Abzari, M., Ghassemi, R. A., & Vosta, L. N. (2014). Analysing the effect of social
media on brand attitude and purchase intention: The case of Iran Khodro
Company. Procedia-Social and Behavioral Sciences, 143, 822-826.
2. Al-Nahdi, T. S., Ghazzawi, O. H., & Bakar, A. H. A. (2015). Behavioral factors
affecting real estate purchasing. International Journal of Business and Social
Science, 6(8), 146-154.
3. Al-Nahdi, T. S., Habib, S. A., & Albdour, A. A. (2015). Factors influencing the
intention to purchase real estate in Saudi Arabia: moderating effect of demographic
citizenship. International Journal of Business and Management, 10(4), 35.
4. Alnsour, M., Ghannam, M., & ALZEIDAT, Y. (2018). Social media effect on
purchase intention: Jordanian airline industry. Journal of Internet Banking and
Commerce, 23(2), 1-1.
5. Butt, I., Tabassam, S., Chaudhry, N. G., & Nusair, K. (2016). Using technology
acceptance model to study adoption of online shopping in an emerging economy. The
Journal of Internet Banking and Commerce, 21(2).
6. Chan, T. K., Zheng, X., Cheung, C. M., Lee, M. K., & Lee, Z. W.(2014). Antecedents
and consequences of customer engagement in online brand communities. Journal of
Marketing Analytics, 2(2), 81-97.
7. Daliri, E., Rezaei, S., & Ismail, W. K. W. (2014). Online social shopping: the impact
of attitude, customer information quality, effectiveness of information content and
perceived social presence. International Journal of Business Environment, 6(4), 426450.
8. Davari, A., & Strutton, D. (2014). Marketing mix strategies for closing the gap
between green consumers' pro-environmental beliefs and behaviors. Journal of
Strategic Marketing, 22(7), 563-586.
9. Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’
purchase intentions: An extended approach to information adoption. Computers in
Human Behavior, 61, 47-55.
10. Eze, U. C., & Lim, Y. Y. (2013). Indicators in the purchase of housing
properties. Journal of Southeast Asian Research, 2013, a1-10

Vol. 5, No. 2

71

Consumer Attitude and their Purchase Intention: A Review of Literature

11. Farook, F. S., & Abeysekara, N. (2016). Influence of social media marketing on
customer

engagement. International

Journal

of

Business

and

Management

Invention, 5(12), 115-125.
12. Fernandes, T., & Esteves, F. (2016). Customer engagement and loyalty: A
comparative study between service contexts. Services Marketing Quarterly, 37(2),
125-139.
13. Flores, M., & Price, C. W. (2018). The role of attitudes and marketing in consumer
behaviours in the british retail electricity market. The Energy Journal, 39(4).
14. Gomathy, M., & Kk, S.R. (2018). Influence of Brand Attitude on Purchase Intention
of Modular Kitchen in Chennai City. Journal of Accounting & Marketing, 07.
15. Gutiérrez Flórez, L. E., Correa Escobar, M. I., Henao Restrepo, A., Arango Botero,
D., & Valencia Arias, A. (2017). Influence of social networks on the purchase
decisions of university students.
16. Hajli,

M.

N.

(2014).

A

study

of

the

impact

of

social

media

on

consumers. International Journal of Market Research, 56(3), 387-404.
17. Jung, N. Y., & Seock, Y. K. (2016). The impact of corporate reputation on brand
attitude and purchase intention. Fashion and Textiles, 3(1), 20.
18. Kaur, G., & Quareshi, T. K. (2015). Factors obstructing intentions to trust and
purchase products online. Asia pacific journal of marketing and logistics.
19. Kohli, C., Suri, R., & Kapoor, A. (2015). Will social media kill branding?. Business
Horizons, 58(1), 35-44.
20. KÖPRÜLÜ, O., HELVACI, İ., & TURHAN, T. A. D. M. (2016). Role of social
media on purchasing behavior of consumers through digital marketing. European
Journal of Business and Social Sciences, 5(05), 21-29.
21. Laroche, M., Kim, C., & Zhou, L. (1996). Brand familiarity and confidence as
determinants of purchase intention: An empirical test in a multiple brand
context. Journal of business Research, 37(2), 115-120.
22. Ma, Y., & Yang, S. (2018). An empirical study of female e-shopper’s satisfaction
with

cosmetic

products

in

China. International

Journal

of

Business

and

Management, 13(3), 211-219.
23. Manivannan, P., & Somasundaram, M. (2014). Purchase of residential flats–Factors
influencing the decision of buyers in selected cities in Tamil Nadu. International
Research Journal of Business and Management, 7(9), 67-73.

72

Vol. 2, No. 1

Venkatesh.S.Shastry, Dr.Anupama

24. Misra, M., Katiyar, G., & Dey, A. K. (2013). Consumer perception and buyer
behaviour for purchase of residential apartments in NCR. International Journal of
Indian Culture and Business Management, 6(1), 56-68.
25. Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs:
Exploring motivations for brand-related social media use. International Journal of
advertising, 30(1), 13-46.
26. Pütter,

M.

(2017).

The

impact

of

social

media

on

consumer

buying

intention. Marketing, 3(1), 7-13.
27. Ramya, N., & Ali, S. M. (2016). Factors affecting consumer buying behavior.
International journal of applied research, 2(10), 76-80.
28. Ratchatakulpat, T., Miller, P., & Marchant, T. (2009). Residential real estate purchase
decisions in Australia: is it more than location?. Graduate College of Management
Papers, 86.
29. Rishi, B., & Khasawneh, A. H. M. A. (2017). Determinants of online purchase
intention: a study of Emirati consumers. International Journal of Islamic Marketing
and Branding, 2(3), 200-214.
30. Sandbhor, S., Bapat, R., & Chaphalkar, N. B. (2013). Analysis of Behaviour of Real
Estate Rates in India-A Case Study of Pune City. International Journal of Economics
and Management Engineering, 7(8), 2465-2470.
31. Trivedi, J. (2017). The effect of viral marketing messages on consumer
behavior. Journal of Management Research, 17(2), 84-98.
32. Vinson, D. E., Scott, J. E., & Lamont, L. M. (1977). The role of personal values in
marketing and consumer behavior. Journal of marketing, 41(2), 44-50.
33. Virdi, S. S., & Singh, J. Understanding the Role of Real Estate Agents in Consumer
Purchase Decisions: A Case Study of Amritsar District.
34. Xiao, A., Yang, S., & Iqbal, Q. (2018). Factors affecting purchase intentions in
generation

Y:

An

empirical

evidence

from

fast

food

industry

in

Malaysia. Administrative Sciences, 9(1), 1-16.
35. Yang, T. H., & Geetha, S. Factors influencing consumers’intention to use mcdonald’s
self-service kiosks in klang valley.
36. Żyminkowska, K., Żyminkowski, T., & Błaszczyk, R. (2017). Effects of customer
engagement behavior. Journal of Economics & Management, 28, 133-154.
37. https://emarsys.com/learn/blog/top-5-social-media-predictions-2019/
38. https://www.oberlo.com/blog/social-media-marketing-statistics

